
When Condé Nast introduced Lucky magazine as the ultimate shopping guide in 2000, it completely 
upended traditional thought about how to engage an upscale audience interested in fashion and beauty. 
Taking inspiration from the catalog-style layouts traditionally found in Asian publications, Lucky’s 
narrow focus on shopping and fashion trends was initially panned by critics … but no longer. Condé Nast 
successfully launched Lucky despite a global recession and today, more than 2.7 million readers turn 
to it to discover what to buy. Furthermore, the magazine offers the most desirable reader demographic 
to advertisers, appealing to educated, professional women with one of the highest income ratios in the 
publication industry.

Given its history of eschewing stereotypes, it is not too surprising that Lucky wanted to redefine how 
fashion, technology and media intersected. How could the magazine break traditional boundaries by 
enticing readers to discover digital content beyond the printed page, perhaps even help them leap right 
into the shopping aisles of brick-and-mortar stores?

“ Our vision was to 
take Lucky’s readers 
from the magazine to 
deeper digital content 
and into the actual 
store for a purchase.”
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Lucky Magazine Uses Digimarc® Discover 
to Maximize Reader Engagement
Lucky Shopper App Takes Magazine Readers into 
the Aisles ... and Beyond



Lucky Shopper: From Print to the Store Aisle 

Lucky already knew that its readership was open to discovering information on a digital site via a mobile 
application. It had been experimenting with QR codes and Microsoft Tags since 2010 but had yet to 
discover a way to deliver the diverse functionality it envisioned; moreover, existing codes and tags were not 
visually pleasing to its readership or the magazine’s design team.

“Since we want to be on the leading edge of any trend or endeavor, our print-to-mobile initiative was 
incredibly important for Lucky’s future,” said Maura Randall, Digital Managing Director at Lucky. “Our 
vision was to take Lucky’s readers from the magazine to deeper digital content and into the actual store for 
a purchase – but we wanted the solution to be easy and seamless to the user. And we couldn’t turn our back 
on the QR codes and tags already in use by our advertisers, no matter how limited their functionality.”

The answer was the deployment of the Digimarc® Discover digital watermarking technology and the 
development of Lucky Shopper, a downloadable application that functions as a universal scanner for digital 
watermarks, QR codes, tags and other mobile response codes. Digimarc Discover delivered the required 
functionality: readers simply point a mobile device at an imperceptible digital watermark embedded within 
an ad or article to be connected to interactive content that is engaging and directly relevant. 

Coupled with Digimarc Discover, the Lucky Shopper app delivered the required ease and seamlessness;  
it not only detects watermarks but any form of mobile response code. By using the Lucky Shopper app or 
the Digimarc Discover app, both available for free on the iTunes App Store or Google Play, readers turn their 
smartphone cameras into triggers for interactive experiences and can watch a video, compare prices, enter 
a sweepstakes or redeem a coupon, all without leaving the app. 

An added bonus: the magazine’s art and layout teams appreciated the fact that the Digimarc watermarks 
are imperceptible to the human eye, so they don’t detract from the publication’s aesthetics.

Perhaps one of the platform’s most interesting features is that readers can use the watermark scans to 
create a shopping list that can be recalled while in a store or shared with friends via social networks.  
It literally takes readers from the magazine into the shopping aisles … and beyond.
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“ One of the platform’s 
most interesting 
features is that 
readers can use the 
watermark scans to 
create a shopping list 
that can be recalled 
while in a store or 
shared with friends 
via social networks.”

With each issue, Lucky continues to grow its print-to-mobile initiative into even more areas, such as e-commerce.  
Scan the above magazine page with the Digimarc Discover app (          /      ) to experience for yourself!
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Uncapped Reader Engagement Opportunities

“I’ll be honest … the Lucky Shopper app was initially championed by our advertisers, who easily saw its 
revenue implications,” Randall explained. “But as we learned more about what it could potentially do for 
us and our readers, it morphed into something that all of us believed could make Lucky a more engaging, 
immersive experience across the board.” 

Lucky was one of the first magazines to incorporate digital watermarks via the Digimarc Discover platform 
into its editorial content. And, in conjunction with the launch of the Lucky Shopper app, Lucky debuted the 
first national advertisement with a digital watermark: a full-page ad for Burt’s Bees in the December 2011 
issue. But with the new technology came the need for an educational process for Lucky’s readers.

“The December 2011 issue had a full page instruction sheet for how to use the Lucky Shopper app, with 
links to iTunes and the Android Market (now Google Play),” Randall recalled. “We also created videos on 
how to scan. Even today, since our readers are familiar with them, we often still use the burst icons first 
associated with the early tags and codes – although we are transitioning to a color visual graphic with very 
small text.”

By the March 2012 issue, Lucky was using small, red caption boxes containing a mobile phone icon,  
making it easy for readers to identify the pages with additional content. Examples of editorial pages  
featuring Digimarc technology, included:

    • a city guide to Paris showing the best shopping areas that could be downloaded; and

    •  the magazine’s popular “Lucky Breaks,” where readers can enter sweepstakes, one a day,  
for a whole month.

Randall said that the editorial team is confident that the user education level is growing. “As an example,  
we can track a high audience engagement rate with our sweepstakes. We also created other content where 
we can monitor reader interest, such as mobile coupons. One of our personalized experiences allows  
readers to mix and match outfits and to match fashions with body types.”

“ With each issue, 
we’ve been 
expanding our 
knowledge so that we 
can grow our print-
to-mobile initiative 
into even more areas, 
such as e-commerce. 
We are learning that, 
despite adding new 
features, we need to 
present our readers 
with consistency.”

In the March 2012 issue, a simple scan of the Lucky Shopper icon connected readers to a mobile-optimized Paris city guide. 
Scan the above magazine page with the Digimarc Discover app (          /      ) to experience for yourself!
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Lessons Learned

Keep it consistent: Lucky was able to successfully roll out the Digimarc Discover platform because 
readers found enough consistency in the magazine’s look and feel to remain loyal, such as through 
the continued use of burst icons.

QA, QA, QA: Test and re-test every watermark in a layout (in this case, with the Lucky Shopper app) 
to ensure that each image has enough contrast and is crisp enough to work properly and push out to 
additional digital content. 

User education will lessen over time: Initially, Lucky dedicated a full page to educate the reader 
on how to use watermarks. While this education is now significantly condensed (a few sentences), 
engagement remains the same or better with each issue. 

Listen to users: Lucky needed to learn how to best inform readers with digital technology.  
User comments influenced the second iteration of the Lucky Shopper app.
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Get Started Today!

There are no long-term contracts or high 
prices to negotiate. We’ve created the 
Digimarc Discover ID Manager to be easy, 
affordable and accessible. It takes minutes 
to set up an account and begin creating 
many new and exciting experiences from 
print and audio. Engage your readers and 
customers by giving them an entirely new 
way to experience your brand and take 
immediate action on your products or 
services. Mobile is exciting, measurable 
and it’s with us 24/7.  

Visit www.digimarc.com/manager  
to get started.

Redefining What’s Possible

So how does the Lucky team define success with its digital watermarking rollout? Surprisingly, the answer 
isn’t solely increased revenue.

“As an editorial team, we didn’t really know how our readers would adapt to mobile scanning technologies,” 
Randall said. “With each issue, we’ve been expanding our knowledge so that we can grow our print-to-mobile 
initiative into even more areas, such as e-commerce. While our sweeps are the most popular scan, we are 
seeing growing numbers of scans from ads and products. We are learning that, despite adding new features, 
we need to present our readers with consistency and strong calls to action. And we are learning that the 
Digimarc Discover platform works for us.”


